Marketing life insurance in China: a case study of American International Assurance Co. Ltd. (AIA) in China. by Chui, Pui-Wah. et al.
MARKETING LIFE INSURANCE IN CHINA: 
A CASE STUDY OF AMERICAN INTERNATIONAL ASSURANCE CO. LTD. 








MBA PROJECT REPORT 
Presented to 
The Graduate School 
In Partial Fulfilment 
of the Requirements for the Degree of 
MASTER OF BUSINESS ADMINISTRATION 
FULL-TIME MBA PROGRAMME 
THE CHINESE UNIVERSITY OF HONG KONG 
May 2003 
The Chinese University of Hong Kong holds the copyright of this project. Any person(s) intending to 
use a part or whole of the materials in the project in a proposed publication must seek copyright release 
from the Dean of the Graduate School. 
1 ( ^ 6 JAN i T j i 
WNsLIBRARY SYSTE^^v^ 
APPROVAL 
Name: Chui Pui Wah 
Wong Wing Ho 
Wu Xiu Juan 
Degree: Master of Business Administration 
Title of Project: Marketing Life Insurance in China: A Case Study of 
American International Assurance Co. Ltd. (AIA) in 
China 
Name of Supervisor: JAMIE JIAN MIN JIA 
z 一_ —— 、 
Signature of Supervisor:么‘ 
Date Approved: M ^ 
ABSTRACT 
American International Assurance Co. Ltd. (AIA), the largest life insurance 
company in the Southeast Asia, entered the Mainland China in 1992. AIA made 
significant strides in China ever since. By the end of 2002, AIA had a total of eight 
Chinese city zones in which it operates. AIA expands rapidly as the mainland life 
insurance market provides very attractive opportunities to foreign insures. However, it 
is also a great challenge to compete with big local players, who have been selling life 
insurance in China for a long time and understand their customers well. One of the 
facts that caught our attention is that AIA Shanghai Branch only became profitable in 
1996, four years after its entry into China market. Therefore, we have chosen AIA as a 
focus point to study how foreign life insurers explore China market. We have 
investigated the customer behaviors in Hong Kong, Shenzhen and Nanjing 
respectively. Based on these findings, we made recommendations on what marketing 
strategies AIA should adopt to enter the life insurance market in Nanjing, one of the 
most important provincial capital cities in the Yangtze River Delta. 
Researching through in-depth interview with AIA-Shenzhen and survey 
distribution, we discovered very different customer attitudes towards life insurance 
and AIA between Hong Kong, Shenzhen and Nanjing. We found that Hong Kong is 
the most mature and competitive market and Shenzhen is learning fast and has well 
developed life insurance awareness. While Nanjing is still a less developed market 
either in terms of people's insurance awareness or basic insurance knowledge. Fewer 
people in Nanjing perceive insurance as necessities and most people express 
difficulties in classifying life insurance as necessities or luxuries. This reflects the 
poorer understanding of insurance in Nanjing, compared with that of Hong Kong and 
Shenzhen. Furthermore, more people in Shenzhen and Nanjing prefer local insurers to 
foreign insurers, whereas it is exactly opposite in Hong Kong. People in Hong Kong 
and Shenzhen tend to buy profit-sharing insurance, while more people in Nanjing 
market prefer pure life insurance instead. 
Since Nanjing has no foreign insurer presence in the market and the potential is 
huge at the moment, we suggest AIA apply for the license to operate in Nanjing 
immediately and become the first mover to enter the market. AIA can exert its 
influence by aggressive promotions, such as cooperate with major universities to 
educate industry talents, participate in charity activities, or take a lead in building 
local community relations. As a starting point, AIA should market more pure life 
insurance products and put more effort on product education and market cultivation. 
At the same time, AIA should emphasize its advanced management, high-quality 
service and its use of technology to differentiate itself from local players. 
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In this study, we have chosen American International Assurance Co. Ltd. (AIA), 
the first foreign life insurer in China market, to investigate its market development 
strategies in the Mainland China. 
AIA is Southeast Asia's largest life insurance company and has been serving the 
region for over 70 years. In 1992, AIA was granted a license to operate a wholly 
owned, non-life and life insurance business in Shanghai (later on, the non-life 
insurance business was separated as AIU). Up to now, AIA has set branch offices in 
Shanghai, Guangzhou, Shenzhen, Beijing, Suzhou, and sub-branch offices in Foshan, 
Dongguan and Jiangmen (affiliated to Guangzhou branch office). AIA has brought 
new concepts to China and exerted significant influence in China's life insurance 
market. When it first entered Shanghai, not many people knew this company and its 
products. Today, AIA is the most successful foreign life insurer in China market, 
claiming more than 10% market share both in Shanghai and Guangzhou. 
We can say that AIA has grown together with the development of China's 
insurance industry. During the last decade, China's fledgling insurance industry 
showed rapid development and tremendous growth potential. Life insurance, in 
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particular, is booming in China as state-owned enterprises cut benefits to state 
employees and laid off workers as part of the ongoing reform process. Chinese 
citizens had begun to take measures to protect themselves by purchasing private life 
insurance including personal accident insurance, health insurance and pensions. 
After the WTO entry, China's insurance industry has become a major focused 
market of world largest insurers. China has one of the highest growth rates in either 
the life or property and liability insurance market in the world. The growth rate for 
insurance premiums was 14.4 percent in 2000. In addition, with a population of 1.3 
billion, China is potentially going to be the largest insurance market in the world. 
The new rules for insurance operations in China under the WTO will also give 
foreign insurers more freedom to enter and operate in this market. We believe that it 
would be meaningful to study how the first foreign insurer has explored the Mainland 
China and how AIA has influenced China's insurance industry. 
Our purpose is to study consumer behavior in regions with different economic 
development level and try to derive implications to formulate marketing strategies for 
AIA. So we chose Hong Kong, a mature market economy, Shenzhen, a 
fast-developing special economic region in Pearl River Delta, and Nanjing, an 
important provincial city in the Yangtze River Delta where economic development is 
not as advanced as that of Shenzhen. AIA has presence both in Hong Kong and 
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Shenzhen, but not in Nanjing yet. Given Nanjing's important position in propelling 
the economic development in the Yangtze River Delta, we believe Nanjing would be 
the next ideal potential market for AIA to explore. 
In this research, we are going to investigate the consumer behavior in Hong 
Kong, Shenzhen and Nanjing respectively. The investigation can highlight the 
differences in consumer attitudes and the characteristics of insurance market between 
Hong Kong, Shenzhen and Nanjing, so that we can draw conclusion to suggest how 
AIA can formulate a series of marketing strategies for the Nanjing market. 
Details of research methodology are summarized in Chapter 11. The industry 
analysis and AIA's background are introduced in Chapter HI, while the AIA in 
Mainland China are described in Chapter IV. The detailed data analysis of our 
research will be presented in Chapter V. Recommendations for AIA on how it could 




In our study, we focused primarily on life insurance and obtained our information 
through both primary and secondary research. 
Primary Research 
Exploratory Study 
After we decided the research topic (Marketing Life Insurance in China: A Case 
Study of American International Assurance Co. Ltd. in China), we approached some 
scholars (who have related researches on the insurance market) in the Business 
Administration Department of The Chinese Universities of Hong Kong. Besides, we 
attended several seminars organized by the insurance organizations. In this way, we 
not only got some basic understanding of insurance industry of Hong Kong and the 
mainland, but also established the connections with insurance professionals. We tried 
to communicate with them via emails exchanges and phone calls, as most of them are 
based in Shanghai and Shenzhen. After certain arrangements, we finally got the 
chance to conduct an on-site interview with the top management of Marketing 
Department of the AIA Shenzhen branch office. 
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On-site Interview 
The interview was conducted on the 15也 of October, 2002 at the Diwang 
Mansion, Shenzhen. The interviewees were Mr. Samson Chan, the Assistant Vice 
President of Marketing Department, and Miss Lily Lian, the Manager of the 
Marketing Department. The interview lasted for over an hour and the results were 
very exciting. The two insiders not only answered all our questions, but also gave us a 
lot of insightful opinions on this industry. For example, Samson mentioned “the Benz 
in the auto industry" to state AIA's brand positioning in the China market. The 
questions and answers for the interview are enclosed in Appendix 1. 
Questionnaire 
A questionnaire was subsequently constructed based on the findings from the 
exploratory study, so as to get the quantitative data. With reference to Prof. Jia's 
advice，we conducted three questionnaires in Hong Kong, Shenzhen and Nanjing 
respectively. Generally speaking, the life insurance market of Hong Kong is the most 
mature among the three cities. Shenzhen has only one foreign life insurer (AIA) and 
Nanjing has no foreign life insurer present in the market. Furthermore, Shenzhen is a 
more advanced city in Mainland China, as it is the first special economic zone in 
China. It is regarded as the most successful example of economic reform in China; 
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thus, it is believed that Shenzhen would be a good reference for the Nanjing's 
insurance market in future. The purpose of designing the questionnaire is to find out 
the differences in consumer behaviors between the three cities when people buy or 
consider buying life insurance. 
The questionnaire in Appendix II was designed to measure the following 
consumer behavior : 
1. People's attitude towards buying life insurance, why do people consider to buy or 
not to buy insurance, whether life insurance is perceived as a "luxury" or a 
"necessarily"; 
2. People's preference when buying insurance through different channels and 
people's choices of different products, as well as their preferred spending on life 
insurance; 
3. People's valuation on sales agent, which has very important implications for AIA 
as the agent is still the major channel for selling life insurance in China; 
4. People's impression on AIA as a whole and its service and products as well; 
5. people's impression on brand image, service and products of AIA's competitors, 
including both local and foreign insurance companies. 
There are three sections in the questionnaire. Question 1 to 23 are core questions, 
divided into two parts which aim at achieving the above five objectives. The last 
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section comprises of personal information. Only Chinese version of the questionnaire 
was available in both simplified (for Shenzhen and Nanjing) and traditional (for Hong 
Kong) characters. The questions are virtually the same for the three cities, but we have 
taken the differences between the three markets into consideration and have made 
some adjustments in questions regarding existing/potential competitors and personal 
information for all the three versions. Hong Kong has more foreign insurance 
companies and Nanjing has more local insurance players whereas the situation of 
Shenzhen is somewhere in between. 
We selected young professionals as our target respondents, because of their 
higher purchasing power and higher likelihood to accept new ideas, which would 
benefit AIA's entry into China. Therefore, in Shenzhen, we selected some popular 
places that are usually visited by those young professionals such as Sam's Club (a 
premium supermarket under the management of Wal-mart) and Diwang Mansion 
(major office building located in the downtown area of Shenzhen). We conducted the 
surveys by randomly asking people in the above place to fill in the questionnaires. 
Around 80 valid questionnaires were received. For Nanjing, we conducted the 
questionnaires mainly through phone calls, email and personal connections [former 
colleagues, and their friends (snowball sampling technique)]. The majorities of these 
people are aged 20 to 40 and dispersed in all walks of life. In Hong Kong, we 
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conducted the survey through our university circles, friends, colleagues, and the age 
range of the respondents falls between 20 to 40. The questionnaires were distributed 
from the beginning of February till the end of March in 2003, which lasted for about a 
month. 
Secondary Research 
We checked all AIA's websites, reading their information with the focus on 
marketing efforts in China market, so as to gain some essential knowledge of this 
company. In addition, we went through some books and insurance journals to obtain 
further understanding of marketing concepts and interpretations for statistical 
analysis. 
In order to understand the insurance industry and the competitive market better, 
we also searched through internet on the latest development of AIA and its 
competitors, some regulatory changes after WTO, and quite a number of insurance 
association websites for the detailed knowledge on life insurance, such as products 
variation, customer relations, distribution channels, etc. At this moment, we can say 
that we do have obtained rich knowledge of life insurance by conducting this project. 
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Limitations 
As we conducted the surveys through our university circles, friends, colleagues, 
or their friends in either Hong Kong or Nanjing, the samples were not randomly 
selected. This resulted in most of the respondents are young adults aged between 20 to 
40 years old with higher education level and middle income. Owing to the limited 
time and budget, it was impossible for us to select samples by random process. 
Besides, the population sizes of the tested markets are too small with less than a 
hundred samples in the three markets respectively. The findings may not be truly 
representative of the broad consumer behavior. Nevertheless, the data analysis and 
recommendations do have implications for AIA on how to enter Nanjing market. 
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CHAPTER III 
COMPANY BACKGROUND AND INDUSTRY ANALYSIS 
Company Background 
American International Assurance Company, Ltd. (AIA), AIG's life insurance 
company in China, is the largest life insurer covering the Asian region. It is a 
wholly-owned subsidiary of American International Group (AIG), which is the 
leading U.S. based international insurance and financial services organization and the 
largest underwriter of commercial and industrial insurance in the United States. AIG 
has a network of 25 branch offices and affiliates in the Asia Pacific region for life 
insurance business, which offers a comprehensive product line, including individual 
life, group life and medical, credit life and accident & health insurance, together with 
a range of financial services. 
AIA emphasizes its core strategies on financial strength, strong local reputation, 
agency development, new product innovation, service enhancement and the use of 
alternative distribution channels. In both 2001 and 2002, AIA achieved a very strong 
financial performance, for which the Standard & Poor's assigned AIA a Triple-A 
13 
financial strength rating. Figure 3.1 shows the financial performance of AIA in 1991 
to 2001. 
Figure 3.1: AIA Financial Performance (1991-2001) 
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In terms of the service enhancement, AIA was the first insurer in the world to 
achieve ISO 9002: 1994 quality certification in 1996 for its support services and the 
entire product line. Also, AIA attained the ISO 9001: 2000 certification in recognition 
of its quality service and continual improvement. 
AIA has long held a competitive advantage in the industry by being an effective 
and innovative user of technology. During 2001, the company continued to make 
progress through eCommerce initiatives in key markets. In Singapore, AIA was 
named "einsurer of the Year." In Shanghai, AIA made a breakthrough in the market 
with the launch of an eStore which offers basic insurance products to Shanghai 
residents via the Internet. 
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Life Insurance Market Environment in China 
Strong Economic Growth 
Being the second largest economy in the world after the United States with the 
1.3 billion people, China's gross domestic product (GDP) hit 10.2 trillion yuan (about 
1.23 trillion US dollars) in 2002, setting a new record, according to National Bureau 
of Statistics (NBS). China has achieved an exceptionally higher than average 
economic growth, with an over 8 percent GDP growth for the last 10 years. Figure 3.2 
shows the strong GDP growth of China from 1991 to 2001. NBS figures also indicate 
that the disposable income of urban residents in 2002 will exceed 7,500 yuan (about 
906 US dollars) per capita, up 10 percent compared to last year, and the net income of 
farmers will reach 2,470 yuan per capita, up 4 percent. By the end of November, total 
savings deposits had reached 8.57 trillion yuan, 1.2 trillion yuan more than that by the 
end of last year. This indicates people have enough purchasing power for private 
insurance. In addition, China's accession to the World Trade Organization and 
Beijing's successful bid for hosting the 2008 Olympic Games will boost the China's 
economic developments and the GDP per capital income is forecasted to rise to 
US$6,000 by 2008. The fast economic growth will definitely propel the development 
of life insurance in China. 
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Figure 3.2: GDP Growth of China (1991-2001) 
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Economic Reform Creates Needs for Private Insurance 
China's central government is engaged in a vigorous bureaucratic effort to 
accelerate the market-oriented economic reform. The number of joint ventures and 
private enterprises is growing fast and China's government does not provide life 
insurance, health insurance or other employee benefits to the employees of these new 
forms of economic entities. Besides, the State-Owned-Enterprises (SOEs) reform is 
intensified with more cuts on coverage for state employees and more workers laid off. 
Surrounded by all changes, Chinese citizens are more willing to purchase private 
insurances for themselves, such as life, health, pensions, etc. 
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Opportunities for Foreign Life Insurer upon China's WTO Accession 
The Chinese government is committed to opening the insurance business 
following the WTO entry. The major commitments concerning life insurers are as 
follows 
Business license and form of the business 
Immediately after the entry, China is committed to abolishing the restrictions on 
the number of licenses issued to foreign insurers as long as the insurers meet certain 
criteria. Upon the entry, foreign life insurers will be allowed to set up joint ventures in 
China, and hold no more than 50% stake in the joint ventures. They will also be 
allowed to choose their partners independently. This means intensified competition in 
the life insurance market in China. 
Abolition of geographic restrictions 
Immediately after the WTO entry, foreign life and non-life insurance firms will 
be allowed to offer services in Shanghai, Guangzhou, Dalian, Shenzhen and Foshan. 
Two years after the entry (2003), their business could be extended to Beijing, 
1 “NLI RESEARCH", NLI Research Institute, 2000, No. 144, p. 30-33 
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Chengdu, Chongqing, Fuzhou, Suzhou, Xiamen, Ningbo, Shenyang, Wuhan and 
Tianjin. All geographical restrictions will be lifted three years after the entry (2004). 
Expansion of scope of business 
Immediately after the entry, foreign life insurance firms will be permitted to 
provide individual (non-group) life insurance services to foreign citizens and Chinese 
citizens. Two years after the entry (2003), they will be permitted to provide health 
insurance, group insurance, pension insurance and annual pay insurance services to 
Chinese and foreign citizens. 
After the WTO accession, more foreign life insurers will gain the opportunities to 
enter the huge China market, while the loosening of restrictions is gradual. By July 
2002, over 100 foreign insurance companies have established representative offices in 
China, but there are only 19 Sino-foreign joint venture insurance companies who have 
received permission to operate. Besides, The CIRC was established in 1998 under the 
State Council to regulate and promote the development of the insurance market. All 
new products must be approved by the CIRC before they can be issued, all shares 
18 
transfer need to be authorized by the CIRC before being implemented, and any 
2 
change in investment allocations have to be approved by the CIRC. 
Growth of insurance penetration and premium income in China 
China's insurance industry is still an infant industry, with the insurance 
penetration (ratio of premium to GDP) still very low. Table 3.1 shows the insurance 
penetration of China compared with the other countries. 
Table 3.1: Insurance penetration of China 
Country Ranking Total business (%) Non-life (%) Life (%) 
South Africa 1 
South Korea 2 13.87 3.55 10.32 
Switzerland 3 12.61 3.47 9.14 
India 43 2.61 0.71 1.90 
China 66 1.49 0.63 0.86 
Source: “Sigma”, Swiss Re, No. 1, 1999 
With the fast growth of insurance penetration in China, the market has enormous 
potential, which gives the life insurers an increasing premium. Figure 3.3 shows the 
growth of insurance penetration from 1994 to 2000 and Figure 3.4 shows the increase 
in life premium in the Mainland China from 1990 to 2000. 
2 AIG Website, www.aig.com 
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Figure 3.3: Growth of Insurance Penetration (1994-
2 — 2000) 
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Figure 3.4: Growth of Life Premium in China (1990-2000) 
20 R e ^ y f T ^ 
o ^ ^ ^ Premium 
§ 15 Total 
垂 10 — ^ 
Q X. I X-L： 1 I 1 1 1 1 1 1 1 
\矛〜 \矛、 ^？力々老 / \矛七\矛' 
Year 
Source: "China Insurance Market Study", Jensen Consult, 2001 
Although the Chinese insurance market has enormous growth in the recent years, 
the market supply is not enough to match the market demand yet. The number of 
insurance companies is expected to double in the next three to five years while the 
insurance sector income is expected to continue to grow at an average annual rate of 
about 30 percent and premiums are expected to grow at least double. 
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Market shares of local and forei 即 insurers 
Most of the foreign insurers are located in Shanghai. American Insurance 
Assurance Co. Ltd. (AIA) was the first to enter the Mainland China in 1992, which 
accounted for about 10 percent of the Shanghai market share by 2001. Table 3.2 
shows the licensed foreign insurers in China by 2002. 
Table 3.2: Licensed Foreign Insurers in China 
Foreign Life Insurers Foreign Non-life insurers 
1. AIA Branch 1. MingAn-PICC Group 
2. Manulife Joint Venture 2. AIU 
3. Aetna Joint Venture 3. Tokyo Marine 
4. Allianz Joint Venture 4. Winterthur 
5. AXA Joint Venture 5. Royal & Sun Alliance 
6. CMG Joint Venture 6. Federal Insurance 
7. Prudential UK Joint Venture 7. Samsung Marine 
8. John Hancock Joint Venture 8. Mutsui Marine 
9. General! Joint Venture 9. BOC Insurance 
10. Sun Life Joint Venture 10. Allianz 
11. ING Joint Venture 11. Zurich 
12. CGNU Joint Venture 12. Nippon Life Joint Venture 
13. Aegon Joint Venture 
14. CNP Joint Venture 
15. New York Life Joint Venture 
16. MetLife Joint Venture 
17. Nippon Life Joint Venture 
Source: “Actuarial Professional Opportunity in China" Presentation, 2002 
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Owing to the protectionism policies of China and short operation history of 
foreign insurers in China, the domestic companies are still the major players in the 
market. Foreign insurers are only licensed to be regional and can only underwrite 
clients of the licensed regions. Besides, they need to submit applications for launching 
each new product. On the other hand, domestic companies are free to offer all kinds 
of products, with a minimal approval processing. This accounted for the slightly over 
1 percent of total market share by foreign insurers in terms of premium income till 
2000. Figure 3.5 shows the market share of domestic and foreign insurers in terms of 
premium income and Table 3.3 shows the detailed composition of the market shares in 
2000. 
Figure 3.5: Market Share of Domestic and 
Foreign Insurers in 2000 
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Table 3.3 : The market share of domestic and foreign insurers in terms of premium 
income (2000) 
Domestic Market Share (%) Foreign 
China Life AlU-Shanghai 0.08 
PICC Property 29.11 AIU-Guangzhou 0.02 
Ping An 16.95 AlU-Shenzhen 0.004 
Pacific 9.48 AIA-Shanghai 0.75 
New China 0.93 AIA-GuangZhou 0.29 
TaiKang 0.44 AIA-Shenzhen 0.015 
Xinjiang Corps 0.24 Ming An-Shenzhen 0.09 
HuaTai 0.29 Ming An-Haikou 0.003 
DaZhong 0.21 Tokio Marine- 0.005 
Shanghai 
TianAn 0.16 WIA-Shanghai 0.056 
Sinosafe 0.18 Pacific-Aetna 0.02 
YongAn 0.05 Royal & Sun 0.016 
Sub-Total 98.56 AXA-Minmetals 0.016 
ManuLife-Sinochem N/ A 
Sub-Total 1.44 
Source: "China Insurance Market Study，，，Jensen Consult, 2001 
Future Development of life Insurance in China 
Both insurance penetration and insurance density of China are very low to global 
view of the market, which indicates that the life insurance in China is very 
under-developed. Furthermore, the growth trend in the number of aged people and the 
reform in social welfare systems will create a continuous growth potential for the life 
insurance market. The birth control policy of one family one child practiced in China 
will keep on increasing the percentage of aged people among the total population in 
23 
this new century, and will accordingly increase the medical care and pension 
insurance demand. 
Along with the deepening of the reforms of State Owned Enterprises and social 
welfare system, more people will turn to commercial insurance for their life insurance 
needs, which are not sufficiently covered by the social welfare insurance system. 
Comparing the premium income and the bank saving amount of citizens can also 
reflect the potential of life insurance. In developing countries, the premium is around 
7% of the amount of citizen bank savings, while in developed countries it is 15%. In 
2000, China's insurance premium was just 2.48% of the total citizen bank savings. It 
indicates that Chinese people have potential purchasing power for life insurance 
products, but due to lack of insurance awareness, people would just prefer to keep 
their earnings in banks. 
Furthermore, with the practice of social security system, it directly stimulates the 
growth of the demand of commercial insurance. Especially along with the deepening 
of reforms into the retirement, medical care, unemployment and education systems, 
etc., the uncertainty in consumption anticipation increases, so as to result in huge 
increase in people's concern about saving, accumulation and future security. The 
motivation of future stability and security creates more demand for life insurance. 
In addition, after China's WTO entry, most world major insurers will enter China 
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market. They bring new management concepts and new product innovations to China. 
Competition with local insurers will intensify. Local players are forced to improve 
service quality and management level. As a result, China's insurance industry will 
further develop and the Chinese consumers will get better service. 
Nanjing - An Attractive Market for AIA 
Nanjing had only six insurance companies till 1998 and no foreign insurer has 
been granted a license to sell insurance in Nanjing till now. Table 3.4 shows the 
market share of insurance companies in Nanjing in terms of premium income in 1998. 
China PICC was the largest player in life insurance market (57.5 percent), having 
nearly RMB600 million premium income in 1998. It is noted that the life insurance 
sector of China PICC became independent in 1998, known as China Life. 
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Table 3.4: The market share of Nanjing insurers in terms of premium income (1998) 
All Insurance Life Insurance 
Premium Market Share Premium Market Share 
Company Income (%) Income (%) 
(RMBIOQQO) (RMBIQQQO) 
China PICC 33039 19.8 N/A N/A 
(Property) 
China PICC 59974 35.9 59974 57.5 
(Life) 
China Pacific 31166 18.6 16265.2 15.6 
Insurance 
Ping An 35529 21.2 27952 26.8 
TianAn 3490.15 2.1 159.17 0.1 
Dazhong 4014 2.4 N/A N/A 
Source: "China Insurance Year Book" 1999 
Among the cities in Jiangsu Province, Nanjing ranked first with total premium 
income of RMB1724 million in 1998. It also ranked first for life insurance with the 
total premium income of RMB1043 million. The average insurance depth (percentage 
of persons purchased in the population) in Nanjing in 1998 was 2.03 percent and the 
insurance density (per capita premium) was RMB 314.46. In terms of the life 
insurance, the average insurance depth was 1.26 percent and the insurance density was 
RMB 196.03. 
Compared with the Shenzhen insurance market, Nanjing is very attractive for 
AIA in terms of the relatively low premium income and insurance depth. Shenzhen 
had a higher insurance depth (2.66 percent) and insurance density (RMB868.92) in 
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1998 than that of Nanjing. This implies a less developed and less competitive 
insurance market in Nanjing. In addition, Nanjing has a population of 5.29 million, 
which is larger than the 4.3 million population of Shenzhen. This gives AIA more 
reasons to enter Nanjing, as there are only more than 0.07 million people have bought 
life insurance, based on the life insurance depth in 1998. 
Nanjing, being the capital of Jiangsu and one of the China's major scientific 
research and educational centers, the citizens are susceptible to new concepts, which 
creates favorable environment for a new player like AIA. Therefore, Nanjing is our 
ideal choice for the next expansion venue of AIA after China's WTO accession. 
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CHAPTER IV 
AIA IN THE MAINLAND CHINA 
Business Expansion 
AIA was the first foreign insurance firm approved to do business in China, with 
its Shanghai branch established in September 1992, making it the first foreign life 
insurer to enter China. Up till now, AIA has opened other branches in Guangzhou 
(1995), Shenzhen (1999), Beijing and Suzhou (2002) and three sub-branches of AIA's 
existing Guangzhou branch in Foshan (1999), Dongguang and Jiangmen (2002). In 
2001, the company's insurance premium in China exceeded 210.936 billion yuan (25 
billion US dollars), a 30-percent year-on-year rise. 
AIA is expected to expand its business into Chengdu, Chongqing, Fuzhou, 
Xiamen, Ningbo, Shenyang, Wuhan and Tianjin by November 2003 and can operate 
nationwide in 2004, according to China's WTO commitment. 
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Market Share 
By 2002, AIA and other foreign insurance companies had taken 14.4% of 
Shanghai's life insurance market, of which AIA alone took 10%, according to figures 
provided by the Shanghai Insurance Supervisory Office. Table 3.5 shows the market 
share in Shanghai in terms of total premium. 
Table 3.5: The Shanghai Insurance Market Share in terms of Total Premium (2001) 
2001 Total Premium Market 
Life Insurers Company Type � , � , � 
(RMB Million) Share (%) 
Ping An Domestic, Stock 7,031 50 
China Life Domestic, 3,373 24 
State-owned 
China Pacific Domestic 1,534 11 
Taikang Life Domestic 136 1 
Xinhua Life Domestic 26 0 
Tai Ping Life Domestic 44 0 
AIA Foreign, U.S. 1,401 10 
Manulife Sinochem JV, Canada 260 2 
Pacific Aetna JV’U.S. 237 2 
AXAMinmetals JV, France 64 0 
Allianz Dazhong JV, Germany 55 0 
China Life-CMG JV, Australia 8 0 
John Hancock-Tianan JV, U.S. 5 0 
Source: “Actuarial Professional Opportunity in China" Presentation, 2002 
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Promotion by Building Good Will 
As a foreigner, AIA has put every effort to build good will in China market, 
trying to win Chinese people after it won the Chinese government. Apart from the 
general promotion like TV advertisement, AIA has further promoted their image by 
cooperating with major universities and donating to charity programs. 
As China is keen to absorb the know-how and experience of international 
insurers, making contributions to the training and education of insurance personnel is 
a favored method to build good will. This is usually accomplished by making 
monetary donations, establishing educational cooperative exchanges and developing 
educational centers. AIA-Shanghai sponsored the establishment of the AIA-Fudan 
Actuarial Center at the renowned Fudan University in 1994 to promote research and 
education in insurance and educate the actuarial practitioners in China. An 
AIA-Zhongda Actuarial Center co-sponsored by Zhongshan University in Guangzhou 
and AIA was also set up to train life insurance professionals. In May 2002, AIA 
cooperated with the Beijing University to establish the AIA-Beida Actuarial Center to 
train life insurance professionals. 
AIA has also sponsored some charity programs in China. For example, AIA 
Shenzhen branch donated RMB50,000 to the Red Cross to build a 
Marrow-donation-bus in 2002. AIA also advocated among its employees to donate 
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marrow to patients who need it. In 2002, one of the business chiefs at Shenzhen 
branch donated his marrow to a patient after the medical match was confirmed. This 
event was publicized at the major media in Shenzhen and has greatly promoted the 
AIA company image 
New Concepts brought to China Insurance Market 
AIA pioneered the introduction of professional life insurance operations, which 
includes the management information systems, professional underwriting and 
world-class service standards, such as the auto pay system for premium payments, the 
bank draft system for insurance company payments and the establishment of 
professional examinations to educate and train insurance company staff in China. AIA 
also introduced the agency distribution system to the Chinese life insurance industry. 
The system is now widely employed by local insurance companies as a principal 
distribution channel. 
Problems Faced 
Although AIA has been in China for over 10 years and has achieved significant 
results, there are still some problems to be solved. The first is the still backward view 
of insurance held by the Chinese public. According to a recent survey result of 5000 
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residents released by Beijng Branch of CIRC, among 1600 residents who have not 
bought insurance, they generally are reluctant to buy insurance on the ground that 
"insurance is unnecessary for the moment" or "the service quality is poor” The 
second is that people are still lack of insurance knowledge. The survey mentioned 
above indicates that among the residents who have bought life insurance, only 25.65% 
say they are very clear about the insurance clauses, 19.2% say they have never even 
read the clauses, 47.7% say they have read but do not fully understand the clauses, 
and 7.9% say they have tried to read but can not understand. This lack of knowledge 
may need long time to improve by customer education and market cultivation. The 
third problem lies in the localization. China market is too big, geographic and 
demographic differences pose great challenge for a foreign insurer like AIA to explore 
the market further. Up till now, AIA has not yet expanded into the western part of 
China. Even in the coastal areas, the market penetration is not at a very aggressive 
pace. How to understand local people's ideas, custom, consumption habit, and cater to 




231 valid questionnaires were collected in total, of which 78, 64 and 89 were 
collected in Shenzhen, Nanjing, and Hong Kong respectively. The questionnaires are 
included in Appendix II to IV. 
Demographics 
Figure 4.1 to 4.3 shows the gender, age and education level of respondents in 
Hong Kong, Shenzhen and Nanjing. The majority of the respondents in Hong Kong 
are male (78.6 percent), while the respondents in Shenzhen and Nanjing are nearly of 
equal shares in gender. Most of the respondents are young adults aged between 20 to 
40years old with high education level (about 80 percent of the respondents are of 
Bachelor degree or above education level). The somewhat similar demographics are 
due to the method of distributing questionnaires to friends, relatives and university 
students in Hong Kong and Nanjing; the choice of location selected for conducting 
questionnaires in Shenzhen; and our selection of young professionals as the target 
respondents. 
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Figure 4.1 ： Gender of Respondents in the three cities 
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Figure 4.2: Age of Respondents in the three cities 
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Figure 4.3 : Education Level of Respondents in the three cities 
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Figure 4.4 below shows the income distribution of respondents in Hong Kong, 
Shenzhen and Nanjing respectively. The income levels vary between the three cities 
due to different economic development level and living expenses. Hong Kong has the 
highest income level, with the largest percentage of respondents earning 
HK$ 15,001-20,000 per month. While Nanjing has the lowest income level with 
majority of respondents earning RMB 1500-2000 per month. Shenzhen sits in the 
middle, with most respondents earning between RMB 2000-5000 per month. The 
majority of the respondents have low to middle income level for the three cities. It is 
probably because we distributed the questionnaires to our friends, colleagues, who are 
relatively young and have not reached higher income level. 
Figure 4.4: Income Distribution of Respondents in the three cities 
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Figure 4.4: Income Distribution of Respondents in the three cities (con't) 
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General Findings 
Table 4.1 shows the percentage of respondent who have already purchased life 
insurance. Insurance penetration rate in Nanjing is lower than that of Hong Kong and 
Shenzhen, while Nanjing people are more willing to buy insurance in the next couple 
of years than the other two cities. The willingness to buy insurance in the next couple 
of years is shown in Table 4.2, which refers to Question 8 of the questionnaire. It is 
clear that Nanjing has higher market potential among the three cities. It is probably 
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because people in Nanjing are less aware of life insurance, which is directly correlated 
with its economic development level. Besides, the local life insurers' marketing 
strategy may need further improvement. Market cultivation is definitely needed in 
Nanjing for the life insurance industry. 
Table 4.1: Percentage of Respondent Purchased/Not Purchased Insurance 
Hong Kong Shenzhen Nanjing 
Yes 79.80% 75.60% 65.60% 
No 20.20% 24.40% 34.40% 
Table 4.2: Willingness to buy in the next couple of years 
Hong Kong Shenzhen Nanjing 
Will buy 44.9% 70.5% 73.4% 
Won't buy 30.3% 15.4% 7.8% 
Haven't thought before 23.6% 10.3% 1.8% 
Figure 4.5, 4.6 and 4.7 shows the insurance spending of the respondents in Hong 
Kong, Shenzhen and Nanjing respectively. Most people in Hong Kong spend HK$401 
to HK$700 per month on life insurance. This group accounts for 33 percent. While 
most of the Shenzhen people spend RMB$201 to RMB$300 per month on life 
insurance, the group accounts for 23 percent of all respondents. For Nanjing, 
RMB$101 to RMB$200 per month is the most common range people spent on life 
insurance (25 percent). This finding suggests that the spending on insurance is related 
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to the income level in all three cities. The monthly spending on life insurance roughly 
accounts for 5-6% of the monthly income in the three cities. 
Figure 4.5: Insurance Spending (Hong Kong) 
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Figure 4.6: Insurance Spending (Shenzhen) 
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Figure 4.7: Insurance Spending (Nanjing) 
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Figure 4.8 shows the types of insurance purchased in Hong Kong, Shenzhen and 
Nanjing. As shown in the diagram, the consumer preferences in Hong Kong and 
Shenzhen are quite similar in a way that life insurance with investment components 
(profit-sharing) is preferred to pure life insurance. However, the percentages of 
respondents selecting the pure life insurance and the profit-sharing life insurance are 
almost the same in Nanjing. Besides, the proportion of respondents who have never 
thought of buying which type of insurance is also the largest there. This suggests that 
the consumers in Nanjing may be unaware of the differences between these two types 
of life insurance products. This is another evidence showing that people in Nanjing 
have less developed awareness on insurance products and have little knowledge about 
them. We can see that Nanjing is relatively immature in terms of life insurance market. 
It may also imply that the local life insurers have not done a good job to provide 
diversified products and high quality services to the local consumers. Further 
customer education and market cultivation should be emphasized. 
Figure 4.8: Type of Insurance Purchased in Hong Kong, 
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For the distribution channel, it is interesting to find out that most respondents in 
Hong Kong chose agents and banks as the purchasing channels when buying 
insurance, while the respondents in Shenzhen and Nanjing preferred more diversified 
purchasing channels, including agents, internet, banks and the promotion activities of 
the insurance company. However, sales agent is still the dominant distribution channel 
with87 percent, 68 percent and 69 percent of the respondents mentioned it in Hong 
Kong, Shenzhen and Nanjing respectively. Table 4.3 shows the most frequently used 
purchasing channels selected by the respondents in the three cities. From this result, it 
is reasonable to believe that the quality of sales agents is a key success factor in 
selling life insurance and contacting end-customers. It also shows that in China 
market, people are interested in diversified distribution channels, including the 
promotion activities of the insurance company. Insurers can formulate their marketing 
strategy accordingly to cater Chinese customers' specific needs and preference. 
Table 4.3: The Most Frequently Used Purchasing Channel Selected 
in Hong Kong, Shenzhen and Nanjing Questionnaires 
Hong Kong Shenzhen Nanjing 
Agents 86.5 % Agents 67.9 % Agents 68.8 % 
Banks 7.9 % Internet 5.1 % Internet 4.7 % 
Banks 16.7 % Banks 10.9 % 
Promotion Promotion 八 ^, 
1.1 % . 7.8 % 
activities activity 
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Consumer Behavior Analysis 
Tables 4.4, 4.5 and 4.6 show the reasons of purchasing life insurance in Hong 
Kong, Shenzhen and Nanjing in the order of selection priority. The majority chose 
protection for family as the most important reason in purchasing life insurance for the 
three markets: Hong Kong (70 percent), Shenzhen (62 percent) and Nanjing (66 
percent). This shows Chinese consumers mostly treat life insurance as a protection for 
their family. Besides, a high proportion of respondents also chose "life insurance gives 
me sense of safety" as the important reason with the following respective percentages: 
Hong Kong (15.7 percent), Shenzhen (23.1 percent) and Nanjing (15.6 percent). 
Shenzhen has the highest percentage of respondents choosing this as the most 
important reason, the possible explanation may be that as it is a new immigration city, 
people have less developed sense of community or sense of belonging. In regard to 
"insurance helps me save money", Nanjing has the smallest percentage of respondents 
choosing this one as the most important reason among all three cities. This is probably 
because people in Nanjing are less likely to treat life insurance as a way of saving. 
This finding is in parallel to the less developed insurance awareness and knowledge 
among local consumers. 
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Table 4.4 : The Reasons of Purchasing Life Insurance in Hong Kong 
Second … � � • 
First Choice … . Third Choice 
Choice 
Protection for family 69.7 % 15.7% 9.0% 
Recommend by friends or relatives 2.2 % 5.6 % 10.1 % 
Insurance gives me sense of safety 15.7 % 32.6 % 22.5 % 
Insurance helps me to help money 11.2 % 23.6 % 25.8 % 
Table 4.5: The Reasons of Purchasing Life Insurance in Shenzhen 
Second … … . 
First Choice … . Third Choice 
Choice 
Protection for family 61.5 % 16.7 % 7.7 % 
Recommend by friends or relatives 3.8 % 6.4 % 12.S % 
Insurance gives me sense of safety 23.1 % 29.5 % 15.4 % 
Insurance helps me to help money 11.5% 16.7% 26.9 % 
Table 4.6: The Reasons of Purchasing Life Insurance in Nanjing 
Second … … . 
First Choice , . Third Choice 
Choice 
Protection for family 65.6 % 10.9 % 3.1 % 
Recommend by friends or relatives 6.3 % 10.9 % 10.9 % 
Insurance gives me sense of safety 15.6 % 26.6 % 15.6 % 
Insurance helps me to help money 9.4 % 14.1 % 29.7 % 
Nevertheless, quite a number of respondents perceived insurance as a necessity 
instead of luxury product in all the three markets. Here, we can see that most Chinese 
consumers regard life insurance as a necessity to life. However, it is noted that 
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Nanjing has the lowest percentage of people (34 percent) who perceived insurance as 
necessities and the highest percentage of people (61 percent) who felt that it is 
difficult to determine whether insurance is a necessity or a luxury product. This 
perception is in line with the economic development in the three cities, with highest 
percentage in Hong Kong (49.4%), lowest percentage in Nanjing (34.4%) whereas 
Shenzhen sits in the middle (46.2%). It is clear that Nanjing is a less cultivated market 
for life insurance. 
Table 4.7: The Perception of Insurance in the Three Cities 
Hong Kong Shenzhen Nanjing 
Necessities 49.4 % 46.2 % 3 4 . 4 % 
Luxuries 6.7 % 3.8% 4.7 % 
Difficult to define 42.7 % 50.0 % 60.9 % 
Figure 4.9 shows the preference of respondents when choosing the type of 
insurance companies. Not a concern is the most common choice of respondents for all 
three markets, but compared with Hong Kong consumers, the Mainland Chinese tend 
to favor local insurance companies. In our survey, only 3 percent of Hong Kong 
people preferred local insurers, while there were 24 percent and 30 percent of people 
in Shenzhen and Nanjing respectively preferring local insurers to the foreign insurers. 
It may be due to the fact that foreign insurers have dominated Hong Kong for a very 
long time and there are very few local players. Majority of the insurers in Hong Kong 
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come from US, Canada and European countries. There are no clear boundaries 
between a local insurer and a foreign one. While in Mainland China, the life insurance 
business has actually resumed since the opening policy in early 1980s, with domestic 
State Owned Enterprises like PICC as the major players. The protection from the 
government contributes to the dominance of domestic insurers in China market. It was 
not until 1992 did a first foreign insurer (AIA) enter China to sell life insurance in 
Shanghai. At that time, and even today, the local insurance companies have penetrated 
local market through established distribution channels. It is obvious that a foreign 
insurer like AIA has a long way to go if it is to achieve further success in China 
market. 
Figure 4.9; Selection of the Type of Insurance Company 
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In terms of customer attitudes towards agents and companies, the findings in 
Shenzhen and Nanjing are more alike while that of Hong Kong deviates from the 
results of the two markets. People in Shenzhen and Nanjing preferred agents with 
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Nanjing. We notice that Nanjing market is more concentrated in terms of market 
diversification while Shenzhen sits in the middle between Hong Kong and Nanjng. It 
is clear that Shenzhen and Nanjing markets are still dominated by local players. Ping 
An's No. 1 market position is propelled by its aggressive marketing strategy in recent 
years. Foreign insurers like AIA should be aware that local rivals are learning fast and 
catching up quickly. 
Figure 4.10: Market Shares of the Insurance 
Companies in Hong Kong 
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Figure 4.12: Market Share of the Insurance 
Companies in Nanjing (With the brand presence of 
AIA) 
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Table 4.11 shows the Channels through which people get to know AIA. We can 
see that in Hong Kong, consumers get to know AIA mostly through TV commercials, 
radio programs, newspapers, magazines and outdoor billboards. In Shenzhen and 
Nanjing, most people get to know AIA through the same channels as those in Hong 
Kong. However, it is interesting to see that Mainland Chinese consumers regard 
promotion activities of the insurance company as a good channel through which to 
know AIA. This has implication for AIA when formulating specific marketing strategy 
for new market like Nanjing. 
Table 4.11: Promotions of AIA in Hong Kong, Shenzhen and Nanjing 
Hong Kong Shenzhen Nanjing 
First channel TV & radio (590/0) TV & radio (36o/o) TV & radio (13%) 
Newspapers & 
Newspapers & Newspapers & 
Second channel magazines (13%); 
magazines (31%) magazines (8%) 
Billboards (13%) 
Promotion Promotion activities 
Third channel Billboards (13%) � ) activities (8%) (3.1%) 
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Appendix IV shows the summary of the studies. Means of the perceived product 
and service quality of the insurance companies in the market are compared with AIA. 
Mark one to six represents the best quality to the worst quality, while “n.a ” indicates 
unknown to the understandings of the companies. Table 4.12, 4.13, and 4.14 below 
show the comparison of products and services of the Hong Kong, Shenzhen and 
Nanjing insurance companies respectively. 
Table 4.12: Hong Kong Insurers Product and Services Comparison 
Degree of usefulness ” i i. Follow-up 
Customer services ^ , Reliability 
of agent's service of 
service matched . . of agents 
opinion agents 
with needs 
Manulife 2.1 2.2 2.0 1.7 2.2 
Winthethur N.A. N.A. N.A. N.A. N.A. 
BOC Group 2.5 2.0 1.8 1.8 2.4 
Prudential 1.8 2.0 2.0 2.1 2.2 
AIA 2.1 2.3 2.6 2.5 2.6 
AXA 3.0 2.0 2.0 2.0 2.3 
Sun Life 2.0 2.0 2.0 2.0 2.0 
New York Life 2.7 23 1.8 1.8 1.8 
ING 2.7 2.5 2.3 2.3 2.8 
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Table 4.12: Hong Kong Insurers Product and Services Comparison (con't) 
Agents' Easiness to 
understanding Processing Harshness Overall 
about of claims of terms . ^ , impression 
information 
products 
Manulife 1.9 2.6 3.1 2.1 2.0 
Winthethur N.A. N.A. N.A. N.A. N.A. 
BOC Group 2.0 2.0 2.0 2.4 2.4 
Prudential 1.9 1.8 2.8 2.2 2.1 
AIA 2.4 2.2 3.1 2.4 2.3 
AXA 2.2 1.5 3.0 2.2 2.2 
Sun Life 2.0 2.0 3.0 2.0 2.0 
New York Life 1.5 1.7 2.7 2.0 2.0 
ING 2.5 2.5 2.0 2.0 2.0 
Manulife is the largest player in Hong Kong and AIA comes second in the life 
insurance market in 2003. According to our survey, Manulife is one of the best 
insurers perceived by the respondents and Manulife's agents are the most reliable 
among the competitors. Generally speaking, Manulife has very good results for the 
agent's performances. This implies that sales agent is the most important success 
factor of Manulife in the market competition. 
However, the second largest market player, AIA，does not gain highest mark in 
any aspect and even achieves more than 3.0 in terms of the harshness of insurance 
terms. Concerning the overall impression, AIA is the second worst after Bank of 
China (BOC) Group Life Insurance. Established in 1998, BOC Group is a very new 
player in the market. AIA's marks should not be comparable to that of BOC Group; 
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thus, AIA needs to improve the existing agency system to control and monitor the 
agents' standards. The agents' quality is the most possible explanation for AIA's poor 
overall impression, according to our study. Winthethur is the poorest player in the 
market, for which the respondents do not even know the products and the 
performance of agents. 
Table 4.13: Shenzhen Insurers Product and Services Comparison 
Degree of usefulness ^ .1 • Follow-up 
Customer services ^ ’ Reliability 
of agent's service of 
service matched . . of agents 
opinion agents 
with needs 
China Life T^ ^ ^ 
Ping An 1.9 1.9 1.9 1.9 2.1 
China Pacific N.A. N.A. N.A. N.A. N.A. 
AIA 1.8 1.9 2.0 1.9 2.1 
Taiping 2.0 2.0 2.3 2.0 2.0 
Pacific-Aetna 2.0 1.0 1.5 2.0 1.5 
Allianz 2.0 N.A. 2.0 2.0 2.0 
Agents' . ^ 
Easiness to 
understanding Processing Harshness Overall 
obtain 
about of claims of terms impression 
information 
products 
China Life 1.8 2.1 3.1 2.0 1.9 
Ping An 1.9 2.2 2.9 2.2 2.0 
China Pacific 2.0 2.4 2.6 1.5 1.8 
AIA N.A. N.A. N.A. N.A. N.A. 
Taiping 1.8 2.2 2.6 1.8 2.0 
Pacific-Aetna 2.3 3.0 2.7 2.0 2.0 
Allianz 1.5 2.0 2.5 1.5 2.0 
China Life 2.0 N.A. 4.0 3.0 2.0 
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In Shenzhen, the customer service and the agents' reliability of AIA are the best 
among competitors. However, the professional knowledge of agents, the processing of 
claims, the harshness of terms and the easiness to obtain information are unknown to 
respondents. The possible reason may be that the services and the attitudes of agents 
are still not up to standard, or the agents have not communicated well to their clients 
about claims and terms. Besides, the respondents who have bought AIA's products 
may not have claimed money yet as AIA is a new player in the market. Thus, they do 
not have any idea about the processing of claims and the detailed terms in the contract. 
AIA should notice these weaknesses so as to achieve sustainable growth in the market. 
Once the market is saturated and becomes more competitive, the reputation of a 
satisfying claim processing would be very important for further growth. 
Ping An, the largest insurer in Shenzhen, has achieved very good marks in every 
aspects. However, the second largest player, China Life, has done even better, with 
better perceived professional knowledge of sales agents and better overall impression. 
Ping An should be aware of the disadvantages and provide more product training to its 
agents. Generally speaking, the findings agrees with the previous ones that local 
player are very strong, so we can see foreign insurers like AIA has a long road to go to 
fight against the local big players. 
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Table 4.14: Nanjing Insurers Product and Services Comparison (With the Brand 
Presence of AIA) 
Degree of usefulness . Follow-up 
Customer services o _ n t , s R ' U a b柳 service of 
service matched 啊 腕 � 一 t s 昭^他 
with needs 
China Life 2.4 2.3 2.3 1.9 2.4 
Ping An 2.4 2.1 2.2 1.9 2.5 
New China Life N.A. N.A. N.A. N.A. N.A. 
TaiKang 3.0 2.0 2.0 2.0 2.3 
AIA 1.0 2.0 2.0 2.0 3.0 
Pacific-Aetna 2.0 3.5 3.0 1.5 1.5 
Allianz 2.0 1.0 2.0 1.0 3.0 
Agents' Easiness to 
understanding Processing Harshness obtain Overall 
about of claims of terms • ^ , impression 
information 
products 
China Life ^ ^ ^ ^ ^ ^ 
Ping An 2.4 2.0 3.6 2.2 2.1 
New China Life N.A� N.A. N.A. N.A. 6.0 
TaiKang 2.3 2.0 4.7 2.0 2.0 
AIA 2.0 3.0 2.0 2.0 2.0 
Pacific-Aetna 2.0 3.0 1.5 1.5 2.0 
Allianz 1.0 1.0 4.0 3.5 1.0 
In Nanjing, it is surprising to find out that the two largest players, China Life and 
Ping An achieve very poor results in every aspects compared with their competitors. 
They are the second worst companies perceived by respondents on the overall 
impression. It is also surprising to find out that AIA has got pretty good marks in the 
survey. The results are generated from respondents who have not bought insurance yet 
but tend to buy the life insurance product from AIA in the next couple of years (if AIA 
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enters the market). We can conclude that AIA has advantages to enter Nanjing market 
where its brand image has already started establishing mainly through TV programs 
and radio channels. AIA may even have the potential to gain very large market share if 
it can offer good customer service and well-trained professional agents to Nanjing 
consumers, as local insurers have not fulfilled their expectations yet. Apart from 
Nanjing's own market attractiveness, this gives another strong reason for AIA to target 
Nanjing as a new market. 
Further Findings Tested by Null Hypothesis 
When we tested the Null Hypothesis (The availability of diversified choices of 
products of insurance company has no relationship with perception on whether the 
companies ‘ services suit the needs of the customers), the null hypothesis is rejected in 
Hong Kong and Shenzhen market. It is found out that the availability of diversified 
choices of products of insurance company directly correlates with perception on 
whether the companies' services suit the needs of the customers in Hong Kong and 
Shenzhen (with confidence level > 95%). 
Possible explanation is that the more availability of diversified choices an 
insurance companies offer, the more positive people would believe that the company's 
services suit the needs of the customers. 
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Besides, we tested the Null Hypothesis {Whether the companies 'services suit the 
膽 o f — customers has no relationship with whether the opinions of the agents suit 
——s of the customers). As a result, the null hypothesis is rejected in all three 
markets. It is found out that whether the companies' services suit the needs of the 
customers is positively correlated with whether the opinions of the agents suit the 
膽 ds of the customers in all three markets (with confidence level > 95%). 
If people have a good perception on a company's overall services (determined by 
the company's effective and efficient operation and the performance of internal staff), 
they would naturally perceive the quality of the services of the sales agents 
(determined by partners) to be higher and vice versa. 
The Null Hypothesis {Whether the insurance company is a JV or foreign 
company has no relationship with the overall perceptions on the company) was tested, 
and it IS found that the null hypothesis cannot be rejected in all three cities as 
confidence level < 95%. It cannot be concluded that whether the insurance company 
is a JV or foreign company has relationship with the overall perceptions on the 
company. The local companies have learnt a lot of good practices in running the 
business from foreign companies so that they are no longer inferior to foreign rivals. 
Furthermore, the Null Hypothesis {The income level of the respondents has no 
relationship with whether the respondent has bought life insurance) cannot be rejected 
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in all three cities as confidence level < 95%. It cannot be concluded that people with 
different income would have different demand on the insurance. The following 
reasons may account for the above finding. 
As most of the respondents in Hong Kong and Nanjing are young professionals, 
the income level of our respondents would be similar. For the respondents in 
Shenzhen, as we conducted the questionnaire in Sam's Club, Macdonald and KFC, it 
can be concluded that most respondents are middle-class, which is similar to the 
situation in Hong Kong and Nanjing. This explains why we cannot find any 
relationship between respondent's income level and whether the respondent have 
bought insurance since virtually all respondents have similar income level. 
For the Null Hypothesis {Whether the respondent has bought life insurance has 
no relationship with whether the respondent will buy life insurance in the coming few 
years), the null hypothesis cannot be rejected in all three cities as confidence level 
greater than 95 percent. It cannot be concluded that people who have bought life 
insurance will not buy life insurance in the near future. 
The possible reason may be that for people who have bought life insurance, they 
may find it useful as a protective measure to the family so that they would be willing 
to spend more on insurance to give a better protection to the family members. 
Besides, people usually will make more money when they become older and 
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approach retirement age (be promoted as they are more experienced). Thus, they are 
required to increase the loading of the life insurance plan or buy a new life insurance 
to maintain the protection of family members against the rising living expenses. 
Because of the above reason, the demand for life insurance for people who have 
bought already may be very similar to people without any insurance plan. 
The Null Hypothesis {the education level has no relationship with whether the 
respondent will buy life insurance in the coming few years) was tested. It is found that 
the null hypothesis cannot be rejected in Hong Kong and Nanjing, but it is rejected in 
Shenzhen. It can be concluded that the education level is positively correlated with 
whether the respondent will buy life insurance in the coming few years in Shenzhen. 
It is because in Hong Kong, life insurance has been actively promoted for many 
years, it is well accepted by many people with different education backgrounds. For 
Nanjing, since the insurance awareness is less developed, people with higher 
education and lower education know very little about insurance. While in Shenzhen, 
as insurance is actively promoted for a few years after the entry of JV and foreign 
insurance companies, people with better education background will be targeted first as 
they are more likely to accept the concept of insurance compared with elder people. 
Concerning the Null Hypothesis {the Marital Status has no relationship with 
whether the respondent will buy life insurance in the coming few years), the null 
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hypothesis cannot be rejected in all three cities as confidence level < 95%. It cannot 
be concluded that a person's marital status would affect whether he or she would buy 
life insurance in the near future. However, Nanjing has a confidence interval of 91% 
that The Marital Status has no relationship with whether the respondent will buy life 
insurance in the coming few years. 
The Hong Kong and Shenzhen market may be more mature that people are 
convinced to buy insurance not only to protect their couples and children, but also 
their parents. However, Nanjing may be a relatively immature market, so people who 
are married and those who have children are more likely to buy life insurance. 
Conclusions 
Generally speaking. Hong Kong, Shenzhen and Nanjing are very different 
markets in terms of insurance market development, economic conditions and 
consumer behaviors. Nevertheless, quality of sales agents as the key success factor 
and agents as the dominant distribution channels are the common finding in all the 
three cities. Besides, it is found that people's impression on the company may directly 
affect the perceived quality of the services of sales agents in all cities. The followings 
conclude the different characteristics of the three cities. 
Hong Kong's insurance market is more mature and the majority of insurance 
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companies presented in the market are foreign insurers operating for many years. 
Competition is mainly based on professional service of insurance companies. The 
concept of life insurance is well accepted by most of the people regardless of 
occupations and education backgrounds. It is because the insurance companies have 
actively promoted life insurance for many years. 
For Shenzhen, the market is less mature and less competitive than Hong Kong 
with only one foreign insurer presented in the market. However, the insurance concept 
is communicated quite well to the public as insurance is actively promoted in the city 
for a number of years after the entry of joint ventures and foreign insurance 
companies. Furthermore, it is found that people with better education background will 
be more likely to accept the concept of insurance when compared to the elderly who 
generally have lower education level. 
In Nanjing, all insurance companies are local companies and the competition is 
the least intense. Generally, consumers have little knowledge on life insurance 
concept or products. Specifically, people are less aware of the difference between pure 
life insurance and profit-sharing life insurance. The market education is obviously 
lagging behind that of Shenzhen and Hong Kong. In this market, local insurers may 
not do well in selecting and training reliable sales agents. Market cultivation is most 
essential element for Nanjing market and the life insurers' marketing strategies need 
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to be improved further. Nevertheless, Nanjing has the highest market potential among 




RECOMMENDATIONS FOR AIA 
When AIA tries to enter Nanjing market, they should adapt their strategies 
according to local situation. It does not make too much sense to promote itself as a 
foreign company as the finding reveals that most people in Nanjing are indifferent to 
it or even prefer a local company. AIA may position itself as a local citizen if it 
really wants to capture the market. Our findings suggest that it is important to focus 
on the quality of the sales agent, especially in terms of ethical standards. Diversified 
choices of product and distribution channels provided to customers are also important 
as both help to improve corporate image or service quality. 
Given the very attractiveness of Nanjing market revealed in our survey, we 
suggest AIA apply to set a branch office in Nanjing. As the process would still be 
lengthy at this moment, we suggest AIA apply to China Insurance Regulatory 
Commission immediately. By November 2004, all the geographical restrictions will 
be lifted. As AIA has significant long-term relations with the Chinese government, the 
official approval may be earlier than the final loosening date. Thus, AIA would be in a 
better position when competing with other foreign latecomers when all the restrictions 
are finally relieved. Even if the final approval is at exactly the same date as the 
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loosening date, it can be ensured that AIA can become the first mover to enter Nanjing 
market as no foreign insurers would be bold enough to go to Nanjing without first 
getting a foothold in big cities like Beijing, Guangzhou, etc., where few foreign 
insurers have been granted a license besides AIA. In terms of specific marketing 
strategies, we have the following recommendations. 
Target Customers 
Referring to our findings, AIA should be aware of the difference between 
Nanjing and Shenzhen, and should target more on married couples, especially those 
with children when they enter Nanjing market. However, AIA should also cultivate 
the market of single person as the basis for future expansion. AIA should focus not 
only on new customers, but also persuade their existing customers to buy additional 
insurance plans. 
Product 
In Nanjing market, the percentages of people choosing pure life insurance or 
profit-sharing life insurance are virtually the same, with a slightly higher percentage 
for profit-sharing insurance. This is quite different from that of Hong Kong or 
Shenzhen where most people tend to buy profit-sharing insurance. So we suggest AIA 
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introduce more pure life insurance products to the market as a starting point. At the 
same time, seminars or lectures should be held to brief Nanjing people on 
profit-sharing products. When the acceptance ratio increases, more profit-sharing 
products can be introduced accordingly. 
Profit-sharing products generally attract young people as they have higher 
income and could bear relatively higher risk. As it seems that Nanjing people are still 
a little bit conservative in buying profit-sharing products, we suggest these products to 
be designed carefully to meet Nanjing market. For example, the term may be shorter 
and the risk associated in the policy may be lower. 
The roughly equal share between choosing pure life insurance and the 
profit-sharing insurance in Nanjing suggests that AIA could bind these two products 
together and put the pure life insurance as the main policy and the profit-sharing as 
the affiliated one. We believe this kind of cross selling could meet people's needs in 
the market. Finally, according to our on-site interview in Shenzhen, all the life 
products whether it is offered by a local insurer or a foreign one are more or less the 
same; the only difference is the name. Therefore, although products' designing is 
important as we mentioned before, we do suggest AIA to focus more on customer 
education and brand image promotion. 
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Pricing 
For the most important considerations when purchasing a life insurance. Hong 
Kong people are more price-conscious and more concerned about the service quality, 
while Shenzhen and Nanjing people are more concerned about the insurer's reputation 
and financial strengths. So we recommend AIA maintain its premium brand image by 
pricing slightly higher than local insurers, just as what it does in Shenzhen market. 
According to our on-site interview in Shenzhen, AIA positions itself as "Benz in the 
insurance industry". Of course, you cannot buy a Benz at a low price. As AIA has a 
reliable track record in life insurance industry in China as well as in Southeast Asia 
and its parent company AIG has strong financial strength, it should have no problem 
to retain its premium image in Nanjing market. The issue is how to communicate this 
message to local consumers craftily. However, we would still suggest AIA cut prices 
in certain events. For example, at the Children's Day, some products targeting 
children may be offered at discounted price. This price cut would not harm the 




Our survey shows that Nanjing has a lower insurance penetration rate than that of 
Hong Kong and Shenzhen. Besides, Nanjing has the lowest percentage of people who 
perceive life insurance as a necessity and the highest percentage of people who feel 
that it is hard to say whether life insurance is a necessity or a luxury. This shows that 
Nanjing people's insurance awareness are less developed compared with that of Hong 
Kong or Shenzhen, where more people perceive life insurance as a necessity instead 
of a luxury. So we recommend AIA put its priority on education and promotion on life 
insurance concept. Besides, with reference to our Null Hypothesis Test, it can be 
anticipated that people with higher education level may be early adopters of life 
insurance. In light of this, AIA may promote its product in universities in Nanjing to 
prepare for future competition when the market becomes more matured and 
competitive. 
The first promotion strategy AIA should adopt is to set AIA-Nanda Actuarial 
Center cooperating with the top local university — Nanjng University to promote 
research and education in life insurance and educate the actuarial practitioners in 
Nanjing. It could also set a scholarship in the Actuarial Department in Nanjing 
University to assist excellent students in studying insurance. These students could 
become local talents to join AIA after they graduate. 
66 
The second promotion strategy AIA could do is to hold special seminars or 
sponsor some academic activities with local research institutions or with local 
insurance associations. These seminars do not only give the customers comprehensive 
information about insurance industry, but also promote AIA's professional image as a 
life insurer in the local market. 
The third promotion strategy is to participate in some charity activities which 
emphasize building corporate image in the community. Donations to the local hospital, 
orphanages or to the handicapped people are perceived as very caring and humane. 
Besides, AIA could also try to donate money to the Project Hope to provide funding to 
children in the poor areas to continue their school life. All these would be deemed 
very helpful to the local community and could greatly promote AIA's "nice-guy" 
image. 
The last promotion strategy is through the normal marketing effort. The survey 
shows that most people get to know AIA through TV commercials, radio 
advertisement, newspaper or magazines, and outdoor billboards. AIA could use all 
these media to convey the premium image to the local people. The content could 
focus on the financial strength of the company as well as its caring for the local 
communities. AIA should be aware that it may not be a good strategy to emphasize 
too much on its foreign citizen identity, as suggested by our findings. 
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Distribution 
The most frequently used purchasing channels are agents and banks in Hong 
Kong, while in Shenzhen and Nanjing, the channels are more diversified including 
internet and the promotional events by the insurance company. So we recommend 
AIA maintain its major channel through agents and at the same time, further develop 
the channel through local banks, and set a website for Nanjing market for customers 
to purchase insurance online. The promotional events are also very important in 
Nanjing market, as people are generally attracted by promotional activities by the 
insurance company. 
Our survey shows that most Nanjing people (the highest percentage among the 3 
cities) prefer sales agents with high ethical standards, while Hong Kong people 
generally prefer sales agents with professional knowledge. The difference shows the 
conservative attitude towards the local sales agents in Nanjing as there are no foreign 
insurers yet. We recommend AIA pay special attention when selecting sales agents; 
ethical standards should be emphasized when recruiting people and the training 
program should include ethical courses as well. 
Local banks are good channel for life insurance products. AIA could establish 
long-term relations with these banks as it has been doing in other places such as 
Shanghai and Shenzhen. AIA could also use the huge database of local banks to target 
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potential customers when the cooperation deepens. 
As Internet gets popular in China, especially with younger generation, we 
recommend AIA set an eStore to offer Nanjing people life products through Internet, 
just as what it is doing in Shanghai at the moment 
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APPENDIX I 
TRANSCRIPTIONS OF THE FACE-TO-FACE INTERVIEW WITH THE AIA 
SHENZHEN BRANCH OFFICE REPRESENTATIVES 
Interviewers: Tracy Wu, Alex Wong 
Interviewees: AIA-Shenzhen 
Mr. Samson Chan, Assistant Vice President of Marketing Department, 
Miss Lily Lian, Manager of the Marketing Department 
1. AIA has firmly established itself in China, could you please introduce to us what 
is the core value and what is in your belief in doing business in China? 
I think our core value can be characterized in 8 Chinese Characters: “Cai Wu Wen 
Jian, Xin Shou Cheng Nuo" meaning "pursue steady financial soundness and keep 
good promises". From the first day we entered China market, we always try to set up 
a positive service image. We have a theme and a relevant slogan every year. For 
example, the slogan for 2002 is “Open mind every step, add value further step"; for 
2003, it is “Talents cluster at AIA, fully motive to infinite". These annual slogans 
form a positive atmosphere in the company, motiving everyone to try his/her best to 
serve our customers. We believe in people, because people are the most important 
assets, especially for a service company like us. Only when our employees are 
satisfied, can we serve the customers well. 
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2. AIA has been contributing to the community, providing service and help to local 
people wherever it presents, would you please give us some briefing on this for 
Shenzhen AIA branch? 
OK, I can give you some details. One of our community building activities is 
annual "AIA Shenzhen Children's Day,’ during which various activities are organized. 
Children not only can leam knowledge of animals, plants, the earth, but they also 
receive education on environment protection. This shows we AIA care for our 
children's today and their tomorrow as well. Another important community building 
activity is “Marrow Donation Bus" funded by AIA. We donated 500,000RMB this 
year (2002) to the Red Cross under Shenzhen Government to build "AIA Marrow 
Donation Bus" which is circulated all around the city. The process is like this: the 
hospital proposes what kind of marrow they want for a certain patient, and then we 
help find such a person. We advocated on marrow donation within our company. And 
some of the employees have voluntarily signed their names promising to donate 
marrow when it is appropriate. One of our business chief who has an identical marrow 
type with a certain patient made his decision to donate his marrow. This event was 
publicly admired within our company. We are now contacting personnel from the Red 
Cross. In 2003, we will continue to do some charity for Red Cross, the activities are 
under discussion now, and we will only release it when it is mature. 
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3. AIA first introduced the agent system into China's insurance market, is it a loose 
structure as the agents are only independent contractor, not real employees of your 
company? 
Yes, I would say, the agents are our important customers. The recruiting process is 
like this: first, we have advertisement on newspaper, job market or through referrals of 
our employees. After recruiting them, we provide training for about 1-2 two months. 
The purpose is to pass the uniform exam organized by China Insurance Supervising 
Commission every month. Thanks to the high quality of training, our sales agents' 
pass rate is relatively higher among counterparts. When they have passed the exam, 
they can sign contracts with AIA on voluntary basis and represent AIA to develop 
customers. We will provide further training after the formal contract is signed. The 
training lasts for 2-3 months with a 30-day follow-up. We are very strong and special 
in training, e.g. products knowledge, relationship development, personality 
improvement, etc., which produces high quality sales agents. 
4. Other than selling insurance through sales agent, how do you develop other 
distribution channels? 
I think we can not have only one distribution channel, because the China market is 
really huge. Bank is another very good distribution channel for us. Why? Because 
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insurance products are also financial products, so it is natural to buy them at a bank. 
In China, banks are not allowed to do insurance business themselves, but they can sell 
other insurance company's products. Many customers would ask the bank whether 
they have any insurance products to sell. We now have cooperated with many banks in 
Shenzhen, selling mainly melon-cutting products and accident products. Sales growth 
rate through this channel continues to increase. However, up till now, the major sales 
volume - about 90% - still comes from sales agents. This is the main channel all 
across China, which will not be changed in short-run. 
5. Any other distribution channels? 
Yes, other than sales agent, bank, we have other two channels. One is through 
corporate direct marketing channel. For example, when we cooperate with banks, we 
have access to their mass database based on credit cards, we then send our message 
through “mass mailing" to these credit cards customers. Up till now, Shenzhen has no 
such channel; we are the first one to develop this channel Of course, the database 
belongs to the bank; we are only using their information. There are 4 to 5 million 
people in Shenzhen; I guess half of them have credit cards. So this channel has huge 
potential. The other channel is through internet. In our homepage, you can only ask 
questions on insurance policy renew or claim issues, you can not buy directly through 
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AIA homepage. This will be changed soon. We are now trying to design a system via 
which our customers can buy directly on our homepage, if they want certain products, 
but can not find suitable agent. This would be very convenient for customers. 
6. We have checked a lot of insurance products and found that all the products are 
very similar, so how does AIA differentiate itself from other insurance companies? 
You are right, all the insurance products are similar without much difference. The 
most important difference is the sales agent. Whether it is health insurance, accident, 
or life insurance, the products are more or less the same, with different names. The 
return for the melon-cutting insurance is also similar, because every insurance 
company emphasizes on financial soundness; they will not invest on highly risky 
market or products�The only different lies in the agent, what he perceives the 
products he sell, how he deals with claims, whether he has in-depth understanding of 
customer's real needs. For insurance industry, focus and professions are extremely 
important. All the insurers in the world focus only on insurance business. The 
profession of sales agent is characterized in 4 aspects: products knowledge, 
personality, service and technology. Among these aspects, technology has increasing 
importance. We must manage a huge database, whenever our customers consult on his 
policy or anything else, we can give answer in seconds, because we retrieve his data 
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immediately from the database. This is very important for our success. 
7. Do you have new products every year or every season to keep people's eyeball? 
Yes, we do have new products on life insurance. But, there is still gap between 
those products offered in Hong Kong and Taiwan. After all, we have only 10 years' 
presence in China, we have been educating our customer for so many years. Up till 
now, the products innovation is not so satisfying. Many new products just have new 
names; the terms are actually the same as the old ones. 
8. Shenzhen is a young immigration city, people are relatively young with higher 
income than that of most cities in China (according to a survey done in 2002, the 
average income in Shenzhen is the highest among all the cities across China), do 
you have any special marketing strategy to cater to the demographic 
characteristics of Shenzhen? 
Yes, we have VIP service to these young professionals with higher income. We do 
not have tailored products for them, but we have premium service for them. Another 
aspect is that Shenzhen has large number of mobile population, so the need for 
accident insurance is huge. We develop many such products to cater this need. 
Actually, the accident and health products are sold very well. 
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9. Would you give us details on the VIP service? 
OK. When the customer buys a certain amount of our insurance products, we will 
provide him better service. For example, the Overseas Support Service. When the 
customer is on a business trip abroad or travel overseas, we will provide translator 
service, hotel booking, travel consulting, etc. This is only for VIP customer. Such 
service is important especially in the Pearl River Delta area, where many people travel 
all around the world for their business or for leisure. AIA has service network all over 
the world, the service can be very speedy and in time, it is extremely helpful to those 
traveling people. 
(Ask: I noticed that everyone can use the Overseas Support Service, is it so?) 
Yes, every customer can use it, but the service to VTP customer is speedier. For 
example, if you have medical check overseas, the VIP customer can receive the 
medical check report faster than other customers. We will also give presents to VIP 
customer every year, such as medical exam, dental service like tooth-wash. 
(Ask: What is the percentage of VTP customers accounting for the entire customer?) 
The percentage is not high at this moment, we are just at the beginning; but we are 
confident that we could do better in the near future. 
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10. What are the best selling products up till now? 
We have no such statistics yet, but the melon-cutting products are among the best 
selling obviously. This melon-cutting product is different from investment link 
product which is popular in some foreign countries. We do not have any investment 
link products in the mainland China now. Even in Hong Kong, such products only 
appeared in the market 5 years ago. 
11. Could you tell us the average return of the melon-cutting products? 
It's hard to say. It is very dangerous if you guarantee a return. Some insurance 
companies get law suits due to so-called guaranteed rate of return. Sometimes, it is the 
agent's problem; he promises the customer certain return which is not guaranteed by 
the company. So agent quality is very important. We never encourage our agents to do 
so. 
12. What is AIA's position in the market? Is it a premium brand or a middle level one? 
In Shenzhen, because we are solely foreign funded, people actually has a very 
positive attitude towards us. They have high expectations as well. They like our sound 
service and steady return. They prefer us when comparing AIA with domestic insurers. 
Domestic companies have developed so many years while still unsatisfying in terms 
77 
of service and quality agent. We position our products as premium, which is more 
expensive than domestic products. We have such a brand name and such good service; 
of course the price can not be so cheap. After all, you can not buy a Benz by spending 
a little money. That's impossible. If you want good service, you must pay relevant 
price, that the rule of the game. We perceive ourselves as Benz in auto industry. 
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APPENDIX II 7.你認爲一個好的保險從業員應具備哪些質 
素？（請按重要程度排序） 
QUESTIONNAIRE (HONG KONG) ___^務態度好 ___«業質素高 
一品德操守好 __ f f i險年資較久 
_ _ 育 程 度 高 _其他（請說明） 
1.你曾爲你自己及你家人購買類型的人 
壽保險嗎？ 8.在未來的幾年内，你會不會購買人壽保險 
A .是 B .否 （爲自己或爲家人)？ 




__購買人壽保險令我有安全感 A.本地 B.外資/合資 C.沒關係 




A.保險從業員 B.互聯網 一保險從業員的服務態度及專業程度 
C 銀行 D.保險公司的宣傳活動 保險公司的售後服務（手續跟進，客户聯 








5.你每月保險費用是多少(或如果你購買人壽 A .曾聽過B .從未 (跳到第 1 3题 ) 
保險，每月想花费多少)？ 
A. $100或以下B. $101-$400 C $401-$700 12.你從以下甚麼方法認識美國友邦？（可選 
D. $701-$1000 E. $1001-$1300 多項） 
F. $1301-$1600 G. $1601-$1900 A.電視及廣播 B.報章雜誌 
H $1901或以上 I.未曾考慮過這個問題 C.户外招牌看板 
D.保險公司從業員 
6.你覺得人壽保險是“必需品”或是“奢侈 E.銀行證券等金融機構 








1 2 3 
A.宏利保險公司 不切合非常不切合極不切合不淸楚 
B.美國信安保險有限公司 4 5 6 
C.瑞士豐泰人壽保險（香港）分公司 
D.中銀集團保險有限公司 17 •你認爲你已購買(想購買)人壽保险的那家 
E.香港信諾環球保險公司 保險公司從業員是否可靠及信守承諾？ 
F.英國保誠保險有限公司 非常可靠較可靠不太可靠 
G.美國友邦保險有限公司 1 2 3 
H.國衛保險有限公司 不可靠非常不可靠極不可靠 不淸楚 
I.鵬利保險公司 4 5 6 
J.加拿大永明人壽保險公司 
K.紐約人壽環球保險有限公司 18.你認爲你已購買(想購買)人壽保险的那家 
L. ING安泰人壽 保險公司從業員的腿工作是否積極(例如主 
M.其他（請說明） 動聯絡你)？ 
非常積極 較積極 不太積極 
14.你認爲你已購買(想購買)人壽保险的那家 1 2 3 
保險公司與其他保險公司所提供的服務是否 不積極 非常不積極極不積極不淸楚 
較多元化？ 4 5 6 
享艮常多元化較多元化不太多元化 
1 2 3 19.你認爲你已購買(想購買)人壽保险的那家 
較少選擇非常少選擇極少選擇不淸楚 保險公司從業員對產品是否了解，是否夠專 
4 5 6 業？ 
非常了解較了解不太了解 
15.你認爲你已購買(想購買)人壽保險的那家 1 2 3 
保險公司所提供的服務設計完善及切合你的 不了解非常不了解極不了解不淸楚 
實際需要嗎？ 4 5 6 
非常切合較切合不太切合 
1 2 3 20.你認爲你已購買(想購買)人壽保险的那 
不切合非常不切合極不切合不淸楚 家保險公司的索償工作速度是否夠快•？ 
4 5 6 非常快 較快 不太快 
1 2 3 
較慢 非常慢 極漫 不淸楚 
4 5 6 
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21.你認爲你已購買(想購買)人壽保險的那家 4.個人月收 
保險公司的保單條款是否背刻？ A. $5000或以下 B. $5001-$10000 
非常背刻 較苟刻 不太苟刻 C. $10001-$15000 D. $15001-$20000 
1 2 3 E. $20001-$25000 F. $25001-$30000 
較 寬 鬆 非 常 鶴 mm 不淸楚 G. $30001-$35000 H. $35001-$40000 
4 5 6 I. $40001-$45000 J. $45000 以上 
22.你能容易地獲取你已購買(想購買)人壽保 5.學歷 
險的那家保險公司所樹兵的產品及服務資料 A.小學或以下 B.初中 C.高中 
嗎？ C.大專或大學 E.硏究生或以上 
非常容易 較容易不太容易 
1 2 3 6.工作狀況 
較困難 常 困 難 極 困 難 不 淸 楚 A.全職 B.兼職 C 失業 
4 5 6 D.學生 E.家庭主婦 
23.你已購買(想購買)人壽保險的那家保險公 7.職業 
司在你心目中整體印象如何？ A .藍領 
非常好 較好 不太好 B.文員/«、書 
1 2 3 C 行 政 麵 人 員 
較差 非常差 極差 不淸楚 D.推銷員 





A .男 B .女 
Z年齡 
A. 20 或以下 B. 21-30 C. 31-40 





APPENDIX III 7.你认为一个好的保险业务员应具备哪些素 
质(请按重要雖排序)？ 





A . 是 ( a . 单位买的 b . 个人买的） B . 否 自己或为家人)？ 










A.保险从业员 B.互联网 C.保险公司的售后服务（手续跟进，客户联 
C.银行或其它金融机构 络等） 










少)(RMB) ？ 司(可选多项)？ 
A. <50 B. 50-100 C. 101-200 A.电视及广播 B. ？P氏杂志 
D. 201-300 E. 301-400 F. 401-500 C.寿险公司业务员 










A.中国人寿保险公司冲保人寿保险公司 1 2 3 
B.中国平安保险股份公司深圳分公司 不切合非常不切合极不切合不淸楚 





H.中宏人寿保险有限公司(合資） 1 2 3 
I.太平洋安泰人寿保险公司(合資） 不可靠非常不可靠极不可靠不淸楚 





有什么差别？ 非常积极 较积极 不太积极 
非常好 较好 不太好 1 2 3 
1 2 3 不积极 非常不积极极不积极不淸楚 
较差 非常差 极差不淸楚 4 5 6 




需要吗？ 非常专业 专业 不太专业 
非常切合 較切合 不太切合 1 2 3 
1 2 3 不专业 非常不专业极不专业不淸楚 
不切合 非常不切合极不切合不淸楚 4 5 6 




1 2 3 
较慢 非常慢 极慢 不淸楚 
4 5 6 
83 
21.你认为你已购买人寿保险(想购买)的那家 4.个人月收入(RMB) 
保险公司保单的条im客户是否苛刻？ A. $1500以下 B. $1501-$2200 
非常苟刻 较奇刻不太苛刻 C. $2201-$2900 C. $2901-$3600 
1 2 3 D. $3601-$4300 E. $4301-$5000 
较宽松 非常宽松极宽松 不淸楚 F $5001-$5700 G. $5701-$6400 
4 5 6 H. $6401-$7100 I. $7100 以上 
11.你能容易地获取你已购买(想购买)人寿保 5.学历 
险的那家保险公司所提供的产品及服务资料 A. /Jn^或以下 B.初中 C.高中 
吗？ D.大学或大专 E.硏究生或以上 
非常容易 较容易 不太容易 
1 2 3 6.工作狀況 
较困难 很困难 非常困難不淸楚 A.全职 B.兼职 C.失业 
4 5 6 D.学生 E.家庭主妇 
23.你认为你已购买人寿保险(想购买)的那家 7.职业 
保险公司在你心目心整体印象如何？ A.合资或外资企业 
非常好 较好 不太好 B.政府部门或事业单位 
1 2 3 C服务行业及商业 
较差 非常差 极 差 不 淸 楚 D.国营企业 
4 5 6 E.民营或私营企业 
F.专业人士傲师，律师，记者等） 
個人資料： G .自僱 
H.其他(请说明） 
1.性别 
A . 男 B . 女 
2.年齡 
A. 20 以下 B. 20-30 
C. 31-40 D. 41-50 
E. 50以上 





APPENDIX IV 7.你认为一个好的保险业务员应具备哪些素 
质(请按重要搬排序)？ 





A .是（ a .单位买的 b .个人买的）B .否 自己或为家人)？ 










A.保险从业员 B.互联网 C保险公司的售后服务（手续跟进，客户联络 
C.银行或其它金融机构 等） 










少)(RMB) ？ 司(可选多项)？ 
A. <50 B. 50-100 C 101-200 A.电视及广播 B.报纸杂志 
D. 201-300 E. 301-400 R 401-500 C 寿险公司业务员 









非 常 切 合 较 切 合 不太切合 
A.中国人寿保险公司冲保人寿保险公司 1 2 3 
B.中国平安保险股份公司 不切合 不 切 合 极 不 切 合 不 淸 楚 





H.大众安联保险股份有限公司 1 2 3 
I.其它(请说明） 不可靠非常不可靠极不可靠不淸楚 




非常好 较好 不太好 动联络你)？ 
1 2 3 非常积极 较积极 不太积极 
较差 非常差 极 差 不 淸 楚 1 2 3 
4 5 6 不积极 非常不积极极不积极不淸楚 




非常切合 較切合 不太切合 够专业？ 
1 2 3 非常专业 专业 不太专业 
不切合 非常不切合极不切合不淸楚 1 2 3 
4 5 6 不专业 非常不专业极不专业不淸楚 
4 5 6 
20.你认为你已购买人寿保险(想购1^)的那家 
保险公司索偿工作的速度是否够快？ 
非 常 快 较 快 不太快 
1 2 3 
较II 非常慢 极慢 不淸楚 
4 5 6 
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2L你认为你已购买人寿保险(想购买)的那家 4.个人月收入(RMB) 
保险公司保单的条im客户是否背刻？ A. 1000以下 B. 1001-1500 
非常菏刻 较苛刻不太苛刻 C. 1501-2000 D. 2001-2500 
1 2 3 E. 2501-3000 F. 3001-3500 
较宽松 非常宽松极宽松 不淸楚 G. 3501-4000 H. 4001-4500 
4 5 6 I. 4501-5000 J. 5000 以上 
22.倾旨容易地获取你已购买(想购买)人寿保 5.学历 
险的那家保险公司所提供的产品及服务资料 A.小学或以下 B.初中 C.高中 
吗？ D.大学或大专 R硏究生或以上 
非常容易 较容易 不太容易 
1 2 3 6.工作狀況 
较困难 很困难 非常困難不淸楚 A.全职 B.兼职 C.失业 
4 5 6 D.学生 E.家庭主妇 
23.你认为你已购买保险(想购买)的那家 7.职业 
保险公司在你心目心整体印象如何？ A.合资或外资企业 
非常好 较好 不太好 B.政府部门或事业单位 
1 2 3 C月艮务行业及商业 
较差 非常差 极 差 不 淸 楚 D .国营企业 




1 . 棚 
A .男 B .女 
2.年齡 
A. 20 以下 B. 20-30 
C. 31-40 D. 41-50 
E. 50以上 
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